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Executive Summany

The Visitor Services Board and Office of Tourism are a driving force of the economic

development for the Town of Provincetown. Marketing and advertising remain a key

component for sustained growth in tourism revenue. In fiscal year 2021 the pandemic re
in reducing the budget to $705,000 down from the original budget of $840,000. During th
pandemic the Tourism Fund did not suffer as originally forecasted and in fiscal year 2022
available funding supported a budget of $915,000. During fiscal year 2022 the VSB took t
necessary time and effort to consider the marketing needs and direction for the economic
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the Select Board for approval.

Shortterm rental properties have contributed to the continued growth of the room t

revenues beyond licensed accommodations bolstering the Tourism Fund. As a result of



EXGCUUIXEE&!III!!@M (continued)

growth of room tax collected the Town of Provincetown realigned the distribution of th

funds at the April 2022 Annual Town Meeting to provide funding for housing and bala
other recipients of funds. Therefore, effective with fiscal year 2023 the Tourism Fund
receive 24%, down from 35%, of the accommodations tax received by the town. This ¢
has not affected the funds available to support the fiscal year 2023 approved budget of
$960,000. and the moderate projected fiyear plan increases of 2.5%
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tourism industry, up from the fivgear average of .32%.

A good sign that the town is well on its way to economic recovery is the food and b
industry has regained the pandemic los§4$% approximately #50,000,00Gannu
revenue in calendar year 2020) during fiscal year 2022 and is exceedipgrmte
volumes.



Executivgs Summyaiiy oninued,

Thethemed weeks and events are all back on the calendar and we are not anticipati
government restrictions causing lost revenues.

New events are bringing new travelers to Provincetama thetown is attracting a
noticeable number of new visitors including the BIPOC communities, younger tra
families.

A challenge the Provincetown tourism economy is facing are the high increases in
transportation, food, beverages, accommodations and services. Although consum
continue to spend their disposable incomes on travel, recreation and entertainment
pandemic wanes, in the long term the high cost of visiting the town will prevent less
affluent travelers from choosing us as their vacation destination.



Executive SUmma@ly contnues,

To continue the economic recovery of the town it is imperative that

Visitors are encouraged to visit for both daytrips and overnight stays.

The marketing and advertising is inclusive and appeals to a broad and diverse a
The marketing promotes the varying business segments of the community inclu
tourism; Arts, Culture and History; Ecotourism; Maritime Tourism; Retail; Enterta
Nightlife; Wellness; Culinary; Life Events, and General tourism.

The advertising reaches diverse groups of people through appearing in publication

feeds where they spend their time online.



Executive SUmma@ny continued),

In conclusion, the recent years have brought unpresented economic challenges. The cris
marketing strategy implementefiiom March through September of 2020, the recovery mar
strategy implemented in October of 2021, the COVID Cluster counter strategy implemente
August of 2021 and the seasonal marketing approach bringing us to today have greatly su
the economic recovery of the Towhhe fiscal year 2023 strategic plan will reinforce all the as
offered to visitors and will be geared to promoting the second summer activities, The holida
period and spring and summer of 2023 with an advertising push in the winter months to

encourage advance vacation planning. The advertising campaigns, public relations activitie
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the recognition of being a younger and diverse destination. With the support the VSB,
and execution of the Tourism Staff and the collaboration of our local and regional T;

we will be poised for growth.



The Vision Siatement

To be viewed as a progressive world

class LGBTQIA+ travel destination kno
for inclusion and attracting a younger

and diverse audience that celebrates

community and heritage with a vibrant
art colony, growing marine activity,
unigue shops, food scene and nightlife.
To pe perceived as a sustainable year $
round community that harnesses naturajg
resources and is affordable to all income
levels attracting diverse visitors.



Visitor Demographics

84% spent at least one night in Provincetown on their most recent visit

97% were from the US (39% from Massachusetts and 16% from New York)
89% were touristaand 11% were second homeowners

66% were LGBT,Q9% heterosexual, and 5% other or preferred not to answer
47% identified as female, 52% as male, and 1% asioary/other

54% were age 55 or older, 40% age®% and 6% under age 35

57% were married and 10% had children under 18 at home

64% were from households earning $100k+ and 79% were college graduates
44% spent $1000 or more on their most recent visit

50% visited in summer and 23% visited in September/October

66% most recently visited with a spouse or SO and 5% brought children under 18

83% had visited Provincetown more than 5 times

2018Visitor Survey; Base: 4022 total respondents




Strategic Anchors

The Tourism Department working in conjunction with the Town Manager an
Services Board (VSB) have a strong team in place:

Tourism Staff

Digital Marketing; MultiView
Website Developeg Bellweather
Public Relationg ConranPR
Placer Labsg placer.ai

Graphic Desigq Freelance
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Strategic Approach

Engaging in the next level of programmatic u
targeted digital media including Digital Display,
Search Engine Optimization (SEO), Social )
Media, Digital Advertising and Video

Enhancing organic social media with inspiring
cutting edge organic content including posts
u

and reels and video telling stories

u  Press releases to generate media interest
u

resulting in earned editorial content
v Embrace diversity in marketing

v Work with influencers to generate content u

reaching younger and diverse demographics

Podcast advertising to reaching younger

diverse demographics

Strategically placed print ads to maintali
presence in travel, trade and consum

publications.

Regional and national radio

broadcasting/streaming reaching

Identify digital publications to reach tar
demographics with sponsored stories a

digital ads

Attend key Tourism Business-Busi
Marketplaces and Tourism C

Shows



Strategic Qutreach

A wide range of marketing vehicles are required to reach and appeal to a br
audience and attract prospective and known tourists interested in what
Provincetown offers across the many business segments.

v Digital Mediag Display ads; Social Media; Video
v Organic Social Media Content
v PR and Media Relations
v Halo
v Print
v Radio
v Broadcasting
u  Streaming
v Podcasts
v Outdoor/Outof-Home
u  Sponsored content (print and digital)

can have here thot you can't bave ooywhere else” . fmy

u Influencers



Strategy - The Seasons

Full Circle Seasonal campaigns:

FY22 Summer Campaign Carryforward (Jufugust, FY23)

Second Summer (MidugustcOctober)

Fall/Winter Holidays (Novembeg December)

Spring and Summer (JanuagyJune)



\
Strategy 6 New Opportunity Tools

v Increase photo library to better represent the destination and demographi
v Gather video footage reflecting current activities and events

v Create edgy advertising content to engage younger audiences
v Produce clean and modern brand graphic

v Incorporate newer technology to enhance

v Refocus and modernize brand graphic

v Update Tourism Marketing Grant application to invite more diverse even

v Ultilize visitor tracking software to provide insight on who, when and why
vacation in Town



Strategy o Planning & Researn

v Placerai
v ldentify publications to advertise
v Digital
v Print
v ldentify publications for sponsored content
v ldentify Podcast Advertising Outlets
v PRIDE Radio exclusive travel advertiser
v Influencer list
v Review Cannabis Tourism as marketing opportunity
u  Press Release Schedule




\
Budget Strateqy - Marketing $540,000

Clipped framm 2023-2027 Five-Year Plan

MARKETING BUDGET BY CATAGORY ADVERTISING SPENDING ALLOCATION

m Digital Media = Online Publishers
= Print Publicaitions = Radio

= Geo-Fencing = Video

= Qutdoor = Photography

m Visitor Survey = Website Hosting

= Creative Content & Dues = Trade, Media & Public Relations m Digital = Print = Radio = Qutdoor



u

Tourism Fund Grants

As part of the strategy of supporting the economic development of the Town, grants a

available through the Tourism Fund. In fiscal year 2023 the grant program is 24.5%
combined marketing budget. Marketing Grant funds must be used for promotional p
and not operational expenses. Update the application process to embrace diversity

inclusion to encourage new events and activities.

Tourism Event Marketing Grantsupport new events and shoulder and-s#ason eve
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Matching Marketing Grantgrovide opportunities for organizations to enhance t

marketing and advertising efforts and are considered a complimentto the T
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Fiscal Year 2022 Current Quitreach Vehicl

Print advertising/Advertorial Digital Advertising and/sponsored
1 Boston Spirit content
u Yankee

u  American Art Collector

. Gay & Lesbian Reviewrlawize ' C2P€ Cod Travel Guide

u The Advocate travel issue 1 Towleroad

u  Stonewall PRIDE Guide u Advocate.com
v PRIDE.com

u  Out Traveler
v EDGE Media
v Stonewallpride.lgbt

Digital Advertising
v Browser Display
v Facebook

v Instagram

v Search Engine Optimization



Fiscal Year 2022 Current Quitreach

(continued))

Radio and Digital Audio
v CCB Media (Southeastern Massachusetts Region)
u iHeart Streaming (Extended Regional Reach)

u iHeart PRIDE Radio (Travel and Hospitality Sponsorship with
Reach)

v iHeart Podcast (L&Sulturistasg National Reach)
v Coxswain Media (Terrestrial and Streaming)

v The Dunes (Local Reach to encourage Day Trippers)



News releases to generate media interest and earned media

A PR campaign reinforcing Provincetown to the press, inspire journalists and editor
also ensuing a presence in influential rankings and raymtists.
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them discover or in many cases, rediscoverProvincetown.

Utilize micro influencers to support reaching younger and diverse audiences.

Post Pandemic Objectives:

ReEstablish Provincetown with the 1+ Connect Provincetown to trends in
media, get back on the radar and into ~ travel the media are covering. Take
the influential media outlets and leadership position at the forefront

platforms, i.e The New York Times, emerging trendg in wellness,
Travel + Leisure, Condé Nast Traveler, Sustainability, inclusive travel, ove
AFARand more. tourism etc.

Inspire compelling reasons to visit Sync the PR strategy to the need
and/or return to Provincetown. Puta  Wwants and aspirations of th

new spin on a treasured favorite. Provincetown Office of Tourism

stakeholders.



